In MIS field, the researches on payment services are focused on adoption factors of payment service using behavior theories such as TRA(Theory of Reasoned Action), TAM(Technology Acceptance Model), and TPB (Theory of Planned Behavior). The previous researches presented various adoption factors according to types of payment service, nations, culture and so on even though adoption factors of identical payment service were presented differently by researchers. The payment service industry relatively has strong path dependency to the existing payment methods so that the research results on the identical payment service are different due to payment culture of nation.
Introduction
As the penetration rate of Smartphone increases, mobile payments market is also rapidly evolving (eMarketer, 2013) . Gartner forecasted that the number of mobile payment users would rise up to 266 million in 2013 globally. And Gartner reported that mobile payments in just one year increased to 44% at the end of 2013 (Gartner, 2014) . Beacon and VeriFone's 'Way2ride' application, have been recently launched. However, the mobile payment service market accounts for only 0.02% of the total domestic payment market (Bank of Korea, 2013) . It was surveyed that United States also had low rate of use of mobile wallet. The survey showed that 50% of U.S. Smartphone users were familiar with the concept of mobile wallet, but only 16% of them used mobile wallet and 22% would use it in future. The remaining 62% had no intention to use it (Baily, 2013) .
In terms of the awareness of mobile payment service, PayPal was mentioned first and followed by Google Wallet (41%), MasterCard's PayPass Wallet (13%) and the rest, Square wallet, Visa's 'V.me' and ISIS remained just in one-digit number. The actual rate of using mobile payment service showed Wallet (8%), MasterCard's 'PayPass Wallet' (3%) and Square wallet, Visa's 'V.me' and ISIS were all slightly over 1% (comScore, 2013) .
As known in the survey of consumer's awareness and actual use rate of mobile payment service market, the mobile payment service market is still in its beginning stage and there is no leader yet.
In academic circles, studies have been in (Amin, 2007) , ease of use (Amin, 2007; Yang et al, 2012) and security (Shin, 2009) as the most influential adoption factors over mobile payment services. However, it has been shown in the market that the payment services with the same technology results in different outcome. The second attribute is path dependency.
When selecting means of payment, users have strong tendency to stick to existing means of payment unless a new payment service provides apparent and drastic benefits different from the existing ones. As a result, every country and region has different practice of payment and settlement (Jang, 2012) . Even a new payment service presents more convenient and better benefits to users, they wouldn't easily change existing means of payment (behavior path), which can be explained by the concept of path dependence Park, 2014) . For example, mobile wallet, which was provided by SKT and KT and in use now, enables users to make payment with payment information saved in their phones, without carrying physical wallet.
Furthermore, the service provides them with convenient and beneficial services like coupons and mileage management. Therefore, when understood only from the viewpoint of convenience and benefits, mobile wallet is a more efficient means of payment than cash or credit card. However, the use of the new payment service accounts for only 0.05% of the total payment market, except young user segments, because it requires users to learn how to use the new mobile payment system. Sometimes, they form a competitive relationship in order to take an initiative.
Success Factors of Payment Services
The researches in the field of management The Bank of Japan (2002) pointed out transaction cost as an influencing factor over the users' adoption of a new means of payment and assumed that they are rational economic subjects that decide means of payment in accordance with total transaction cost. However, as Simon (1979) argued, human beings begin to explore alternatives with a certain level of expectation. If they find an alternative that meet their expectation, they stop searching other options. Therefore, they are economic actors with limited rationality. This attribute involving in payment service has something to do with path dependency. In fact, most of people do not bother to choose other means of payment as long as existing means of payment provides them with services exceeding a certain level of their expectation. Ahn et al. (2006) suggested convenience, security, cost efficiency, high penetration rate of mobile phones and payment immediacy as the success factors for small sum payment service through mobile phone. However, it is true that the cases of damage involving small sum payment by mobile phone more than doubled up every year from 2011 to 2014. Specifically, 43% of such damage cases are that consumers had to pay for the use of contents though they have never subscribed to the web site that provides the contents or used any of the contents. In fact, the more fundamental reason why small sum payment service by mobile phone has settled down as a major means of payment, creating a new payment market is that it provided a new payment way to those who were not able to use existing online payment system. It was credit card that was being used most universally in July 2000 when small sum payment service by mobile phone was first introduced.
However, payment system by credit card lacked security in a way they card holders' personal information leaked illegally. Therefore, consumers had anxiety about using credit card. Furthermore, they had to go through complex credit card payment processes to pay for contents only worth of hundreds won. Besides, there was e-coin service, which was a form of pre-payment service, but it required a high fee of 30% to 40%.
Therefore, online e-commerce companies hesitated to use the service. For general consumers, they had to purchase e-coins every time they used the service. It was inconvenient. Like these, the means of payment prior to small sum payment service by mobile phone had a factor to cause users of online contents to go through inconvenience and discomfort.
EM Game, which is an Internet contents provider, first introduced mobile phone-through small sum payment service. When it first introduced the service, the company gained a great deal of revenue by satisfying the needs of consumers who wanted to purchase items to decorate their own Avatars with and present others as gift. As this success case became known, online commerce businesses that hadn't been able to sell contents under the then-payment system adopted mobile phone-by-small sum payment service and succeeded in charging users for the contents. For users, those who hadn't been able to use the existing payment services such as credit card or online bank transfer also welcomed the new payment system. As a result, a new payment market (small sum payment by mobile phone) was created and has grown rapidly (Kim , 2010) .
In the study of the success factors of Mondex card, which is cash-charged payment system, Clemons et al. (1996) Octopus card holder didn't need to take out a physical wallet to purchase a ticket but just placed the card to the card reader. Therefore, Octopus card was much more convenient than credit card or cash, which were then main means of payment for transportation fee. Especially, the card was more adopted due to its short time of payment at a crowed environment such as commuting time. to be a suitable methodology to support this study.
In the next chapter, the author shows methodology for the case studies and explains the reason for the selection, the objective of the study and analysis unit. In addition, the author attempts to verify the hypotheses and discuss the suitability of the methodology applied for the case studies.
Analysis of Success Cases of Payment Service

Methodology for Case Studies
The hypothesis for the success factors of payment service was set based on the cases of Google and PayByPhone, which were reviewed in By doing so, the study decided whether to accept or reject the hypotheses.
The Purpose of Case Studies
The hypotheses 'A new payment service can Based on his procedure, the present study carried out the case studies as Seawright and Gerring (2008) in Table 3 , the present study chose Diverse selection method and Typical selection method and combined them. Diverse selection method is to categorize research areas. Accordingly, payment services were categorized by type as in Table 4 [ Figure 1 ] Non -Customer Analysis (Kim and Mauborgne, 2005) Tier 1: "Soon-to-be" noncustomers who are on the hedge of your market waiting to jump ship. Tier 2: "Refusing" noncustomers who consciously choose against your market. Tier 3: "Unexplored" noncustomers who are in markets distant from yours. The First Tier User segments that feels inconvenience with use of credit card or bank transfer
Case Study
The Second Tier -Minor layers that can't be issued with a credit card and has no means of payment for the purchase of small contents -Customers that are suspicious about the safety and security of online payment service and thus intend not to use it consciously -User segments that need to learn about online payment due to the complexity of online payment and thus refuse to learn it consciously.
The Third Tier Customer groups that do not use electronic commerce and thus have no needs of it <Table 6> Non-Customer Analysis of Online Payment Services (South Korea) market is a customer segment that can't be issued with a credit card, so they have to use bank transfer to make payment.
They cannot help but use bank transfer, taking inconvenience. Therefore, they can take other payment method than bank transfer as long as there is a more convenient way of payment. Just like mobile phone-based small sum payment
Non-Customer Groups Non-Customer Analysis
The First Tier The groups of customers who feel restricted from transaction due to the lack of cash
The Second Tier The consumer segments that are economically capable but temporarily out of cash at the moment, so that they can't do a person-to-person transaction
The Third Tier The groups of customers that are not economically able and have no chance of holding cash Since Square was recognized as a service by which personal transaction can be done by credit card in initial service, it was adopted by small-sized merchants and companies in a rapid rate. Particularly, Square targeted such small-scaled businesses that were not able to credit card infrastructure for themselves due to burdensome cost of installation and it was right on it. [ Table 9] shows the analysis of non-customers of credit card payment service from the perspective of small retailers. Square won the second tier of non-customers who couldn't introduce credit card payment system due to the cost burden of installing the payment infrastructure. The second tier consisted of 27 millions of U.S. small retailers of whose two third were not able to install credit card payment system due to high fee. Square provided them with free credit card payment environment (except card reader) and low rate fee of 2.75% (Sung, 2012) . As a result, Square could succeed in creating a new mobile POS-based payment market.
Case Study Results
The analysis of the success cases found that all of the successful services (credit card payment, The common of all these successes is that they
Hypothesis Case Conformation
To succeed in existing payment market, a new means of payment service has to be presented for the non-customers of existing payment services to use.
Credit card Supported
Mobile phone-based small sum payment Supported (Yin, 2011) provided a new payment method to non-customers of existing payment services and thus could settle down as a key payment tool, which led to sustainable growth. Accordingly, the findings from all 4 case analyses support the hypothesis of this study as in [Table 10 ].
Validity and Reliability of Case Study
The validity and reliability of a case study, 
Evaluation on Mobile Payment Service
The market for worldwide mobile payment in 2013 grew by 86% from the previous year to 223 billion dollars and the market for 2014 is estimated to grow to 393 billion dollars (Strabase, (Strabase, (Strabase, 2013 . In 2013, the growth in mobile payment services in the form of m-POS is particularly notable through cases of PayPal, Square, and
Intuit. Korea's mobile payment market grew by approximately 14% year on year in 2013 but small payments using mobile phones accounted for the most at 74.5%, followed by mobile credit cards at 7.3%, and e-currency at 14.3% (DMC Media, 2013) . Financial institutions and telecom companies have launched their own mobile wallet service, heating up competition but only 13.7% is said to be using financial institutions' mobile wallet service, indicating that the telecom companies have the upper hand in the market as of now (Strabase, 2013) .
In the next chapter, we will evaluate whether various mobile payment services will succeed or not based on the theses that we have drawn.
1) Short-distance P2P payment
PayPal, which is one of the most representative P2P payment services, uses NFC technology to allow individuals to wire money. The sender and recipient install the PayPal app on their phones and bump their phones with each other, after which the wiring information is entered. This service appears to be practical when one does not have cash or a credit card at hand but this would be the rare case. Most people carry cash or credit cards and therefore they will not necessarily opt for this payment method. They could also use the Venmo method, which we will look at shortly. In conclusion, there is a small necessity for this service and therefore not much value to users.
2) NFC Card Emulation Payment Service
Google offers Google wallet that doesn't require NFC technology. This can be seen as the 
3) Mobile Money Transfers
This is a method of wiring money using mobile to someone who is at a remote distance. Although discounts or membership benefits are touted as a benefit, those besides teens or tweens who do not have big purchasing power anyway are not turning to this service. Therefore, it is expected to become a niche product rather than a mass market product.
In conclusion, the business models that are Because these services allow sellers and buyers who were not able to use existing payment methods previously, the value they offer is high and they are expected to show continued growth in the market. The rest of the app-based payment services failed to replace existing payment methods and will only be able to secure specific customer groups. As for NFC based card emulation payment service, too, there is no added benefit compared to existing payment methods and therefore will see limited growth.
Conclusions and Discussion
The existing studies on payment services Viewing these services from the perspective of this study, it seems that they have limitation to creating a new payment because they do not offer the non-customers of existing payment services with a new means of payment that they can benefit from use. Namely, it is necessary to make service plan for a new payment service to settle down with as a successful new payment method.
However, it seems that consideration hasn't been 
